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ABSTRACT 
The analysis of Coca-Cola positioning in Surabaya is done to know its 
position based on the seven attributes offered. The method f<..1r analysis is 
multidimensional scaling which tries to explain the position of other soft drinks or 
the competitors. 
The data representing the consumer's perception are collected using 
questionnaire which are then analyzed using the SPSS version 9.0 program. The 
result shows that the attributes are perceived to be impos1ant, hence they should 
be maintained to meet the customer's need. 
The perceptual mapping indicates that the result can be used to identity the 
closest competitor of Coca-Cola. 
Keywords : Multidimensional Scaling, Perceptual Mapping, Market Positioning. 
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